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Employee fun for ’61 





TWA again slashes 
jet fares to Europe! 


TWA 17-day Economy fares are here 
again! The fares that make a glam- 
orous vacation abroad a possibility 
for nearly everyone. For example, 
your employee group can fly from 
New York to London...spend two 
weeks sightseeing, shopping, resort- 
ing... and jet home for a round-trip 


Please send promotion material and 


fare of only $350.00. While in Europe, 
employees travel on their own or on 
a fabulous TWA Jetliner Tour from 
10 to 51 days. Tours start as low as 
$471.00, including round-trip air 
fare.+ Put Europe in your Employee 
Vacation Plan this year. And savings 
with TWA 17-day Economy fares. 
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complete information on new TWA 
SuperJet Tours of Europe. 





THE f EDIT 
SUPERJET HOY 
AIRLINE* ASS 


US.A.\ EUROPE: AFRICA: ASIA JUD! 





380 Madison Ave. Company 
New York 17, N.Y. Address 





+ Prices per person based on 17-day Economy fares trom New York, effective October ART 
through March. Two people traveling together sharing twin-bedded room. LEO 
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OP MANAGEMENT SPEAKS: 


The human need to excel can’t always 


be satisfied on the promotion ladder 


A COMPANY 
is only as great as 


ITS PEOPLE 


A n opportunity to enjoy a full range of recrea- 
tional activities along with an interesting vo- 
cation is provided by 3M Company. 


We look with pride on the role our recreation 
program is playing to help make 3M a better place 
of employment. Today’s pace is fast with people 
often times under pressures that, without a balance 
wheel, could be detrimental to health and happiness. 
A broad, constructive recreation program can pro- 
vide the balance wheel that brings a change of pace 
and relaxation. 


We all recognize the human need to excel in 
something, and. unfortunately, it can’t always be 
on the promotion ladder even in a growing company. 
Our broad range of activities provides opportunities 
for the employee to be recognized for his individual 
skills and accomplishments. 


While “togetherness” is becoming a bit trite as 
an expression these days, nevertheless, many of our 
people are brought together in a common interest 
for the first time, giving each person a_ better 
knowledge, understanding and appreciation of his 
fellow workers. Cooperation and teamwork come 
naturally to people who enjoy mutual interests. 


W. M. Bennett 
Director of Civic Affairs 
Minnesota Mining & Manufacturing Company 





The individual can gain such experience in music. 
art, sports, hobbies, social and service programs 
which offer leadership opportunities along with de- 
velopment of administrative ability. Personal de- 
velopment to assume greater responsibility in the 
company also is afforded by being active in man- 
aging specific activities. In large organizations this 
has real value since it is not always possible to pro- 
vide such opportunities on an individual’s immediate 


job. 


Through participating in club programs the 
families too can get to know and understand the 
company better. Family participation has a part in 
strengthening important ties that make the 3M 
communities a better place in which to live. In the 
final analysis, a company is only as great as its 
people. The family is the bulwark of our society. 


| feel that it is only fitting to dedicate the 1961] 
Class “C” Helms Recreation Award won by 3M to 
the thousands of people who have made both our 
recreation program and our company a successful 
member of our free enterprise system. 
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improves performance 


Plan your employee bowling program now — and 

make sure it’s an AMF-equipped Bowling Center. 

Why employee bowling? 

¢ All employees can participate. Bowling’s easy to learn 
... invigorating but not strenuous. 

¢Sure-fire popularity. Bowling is today’s most popular 
participation sport. 

¢ You benefit. Bowling teamwork builds a better on-the- 
job work team. 

* Low-cost program. League bowling goes easy on recre- 
ation funds. Your “Magic Triangle’’-equipped bowling 
center supplies all equipment. 


Why at a “Magic Triangle” Center? 


¢ Matchless equipment. League bowlers appreciate AMF 
extras such as exclusive “Magic Triangle” Automatic 
Pinspotters and Signaling Units. You get ’em at no 
extra cost, so why settle for less! 

e Superb facilities. AMF-equipped centers offer ultra- 
modern equipment, luxurious surroundings, delightful 
refreshments that make an evening complete. 

e Friendly cooperation. Your neighborhood AMF bowl- 
ing proprietor will be glad to help you set up your 
bowling recreation program—easily and economically. 
See him soon, and get the ball rolling. 


BOWL WHERE YOU SEE THE 


AMF PINSPOTTERS INC. 


SUBSIDIARY OF AMERICAN MACHINE & FOUNDRY COMPANY 
AMF BUILDING + 261 MADISON AVENUE, NEW YORK 16, N. Y. “MAGIC TRIANGLE” 
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HELMS REPORT, Part Ill: Summaries of the 1961 
Helms Industrial Recreation Award winning programs 


3M's key to success 





Definite objectives, business-like approach to recreation 


G lating only with sand paper and the conviction that 
“Research Is the Key to Tomorrow,” Minnesota Min- 
ing & Mfg. Co. has written one of the most amazing success 
stories in the annals of American industry. 

Rising from obscurity during the depression, 3M today 
employs 7,000 people at its St. Paul headquarters and an- 
other 11,000 throughout the world. With sales hitting $600 
million annually, 3M’s diversified products range from 
“scotch” tape and abrasives, plastics and lithograph plates, 
chemicals, adhesives and copy machines. 

Quite obviously, the same caliber of foresighted leader- 
ship and capable administration has been applied to em- 
ployee services. 3M has proved that business-like operation 
and organization is the key to successful industrial recrea- 
tion programming. 

Winner of the 1961 Helms Industrial Recreation Award 
for NIRA Class C (5,001 to 10,000 employees), the results 
of 3M’s recreation policy are clearly evident in the par- 
ticipation statistics charted below. 

A total of 52 sports, social and cultural activities, offered 
through the employee-governed 3M Club, produced almost 
300.000 manhours of recreation last year. Putting it another 


win NIRA Class C Award for Minnesota Mining & Mfg. Co. 


way, this means that every one of 3M’s 7,000 St. Paul em- 
ployees participated for almost one hour of every week in 
the recreation program. 

One of every four employees bowls in a 3M league. An 
average of 1,200 couples turn out for each of five dances. A 
band member spends 120 hours a year in rehearsals. 

But, advises John Leslie, full-time manager of employee 
recreation, “Activity at 3M isn’t just for the sake of doing 
something: have a purpose in mind.” 

From a management standpoint, 3M officials are con- 
vinced that industrial recreation serves many 
W. M. Bennett, director of civic affairs (see “Top Manage- 
ment Speaks,” page 4), cites four important functions: 


purposes, 


¢ Brings people together in common interests which makes 
for improved teamwork and communications. 
¢ Helps provide a balanced life physically and mentally. 
* Satisfies the human need to excel in something. 
¢ Helps develop administrative talent through the oppor- 
tunity to head committees and organize programs. 

3M President H. P. Buetow points to the sense of loyalty 
and feeling of belonging generated by employee recreation, 
particularly when the employee’s family has a full share in 








3M Club Recreation Participation and Financing, 1960 


Intra. Sports Members Manhours % Budget Special Events Members Manhours % Budget Camera* 110 2,000 10.6 
Bowling 1,700 38,500 52.6 Picnics (3)* 500 87,500 25.9 Aviation* 55 1,800 10.6 
Golf 700 28,500 21.1 Dances (5)* 12,000 48,000 6.9 Prospectors* 38 1,080 5.3 
Softball 300 6,000 7.9 Banquet* 4,500 18,000 31.1 Chess 12 900 5.3 
Tennis 100 3,200 4.2 Decorating classes* 900 1,800 1 | Hi-Fi 50 900 5.3 
Rifle* 50 3,000 3.1 Rep. party (4) 400 1,600 Zi Skin Diving* 50 800 2.7 
Table tennis 50 3,000 3.1 Rep. picnic (4)* 300 900 21 Coin club 28 720 5.3 
Basketball 150 1,800 a7 Dress-a-doll* 200 800 Lg Stamp club 28 540 6.2 
Archery* 30 1,560 6 Sports award Horseback riding 50 400 5.3 
Volleyball 50 480 3.1 banquet (2)* 110 600 1.7 total 746 25,290 3% 
Trapshooting 20 80 6 Fishing contests 500 a 2.9 

total 3,150 85,620 16% Winter Carnival _ _ 20.8 Music Members Manhours % Budget 

Bereavement fund — _— 3.5 Orchestra* 60 6,000 21.7 

Com’! Sports Members Manhours % Budget Driving classes* 25 200 _— Male Chorus 75 5,600 20.4 
Golf 24 1,620 12 Discount tickets — —_ _ Women’s Chorus 75 5,600 16.7 
Bowling 12 792 22. total 36,435 159,400 48% Band* 50 2,800 13.1 
Softball (men) 30 600 28.1 Scotsman 15 1,500 9.4 
Basketball 15 450 5.1 Clubs, Hobbies Members Manhours % Budget Concerts (4) 270 1,350 8.1 
Hockey 15 450 16.4 Ski Club 80 4,800 10.6 3M’ers 12 600 10.6 
— 7 = +H Bridge interamural* 100 3,240 11.7 total 547 23,450 26% 

ifle ’ Dramatics* 50 3,000 10.6 0 
Softball (girls) 15 300 47 Bridge commercial 60 2800 3.2 Grand total 41,007 298,622 100% 

total 129 4,862 7% Cribbage 35 2,310 73 *open to family and/or guests 
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(olf (above) ranks as 3M’s no. 2 sport as it does throughout industry. 
pisplay case (below), near main entrance, keeps members posted on 
\{ Club activities and exhibits hobby club projects. 
























































the program as they do at Minnesota Mining & Mfg. Co. 

“Further evidence, if any is needed, of our faith in the 
value of a family recreation program,” stated Buetow, “is 
our recent purchase of a 310-acre tract of land.” 

Conveniently located between 3M’s St. Paul and Hastings 
plants, the site will be developed into an outdoor employee 
recreation area with an 18-hole golf course, archery range, 
ski slide and many other facilities. At present, the master 
site plan has been completed, the picnic area and a picnic 
shelter have been finished. 

Already 3M Club leaders have an inkling of the tremen- 
dous impact the park will have on increasing participation 


Uf Xn. ee 
rey, EF". 


Pie-eating contests, many other attractions, make 3M Club 
family picnics an annual highlight. Playground on new 
park site also attracts family participation. 





and expanding activities. But the club’s organizational plan 
is capable of taking it all in stride. 

A voluntary employee membership association, the 3M 
Club is governed by four elected officers, a board of direc- 
tors and a representative council. 

The vice president automatically moves up to the presi- 
dency. The out-going president and treasurer then serve on 
the board of directors for three-years terms, the secretary 
for a one-year term. The council is made up of 250 repre- 
sentatives elected from all departments in manufacturing, 
laboratory and office areas. 

Individual clubs and activities are administered by their 
own elected officers who provide voluntary leadership and 
guidance. Four full-time and three part-time employees, 
headed by Leslie, are employed by the company to provide 
further counseling, guidance and coordination. 

The volunteer leaders, numbering about 330, are re- 
sponsible for drawing up budgets for the various activities. 
These are reviewed by the recreation manager and then 
acted upon by the board of directors. 

3M Club memberships, at $1 annually, have been taken 
by 5,380, or 77%, of the employees. These dues provide 
about 8% of the Club budget. Additional income is derived 
from special fees for some activities such as $1 per year for 
most hobby clubs, $2.25 for banquet tickets, etc. 

But proceeds from vending machines provide the lion’s 
share of the revenue, 80%. Other sources include interest 
and salvage sales. Items written of 3M’s books are placed 
in the company store for resale. 

Sponsored activities cost the Club about $33,000 last 
year. The company contributed about $27,000. 

Half the budget for music activities is provided by the 
company which also finances Winter Carnival expenses, 
picnics, sports award banquet and contributes $350 out of 
$850 for the fishing contests. The company also foots the 
bill for all commercial, inter-company sports on the princi- 
ple that these activities put forth the company name. 

The tables at left provide a worthwhile study of 3M Club 


budgeting. For example, intramural bowling receives 
52.6% of the funds for all Intramural Sports which 


together receive 16% of total club funds. However, the 
table shows much more than fund allocations. It reflects the 
thorough organization and the sound business operation 
which make 3M recreation nationally outstanding. 


Club officers inspect proposed model of 3M’s 310-acre recreation area: John 
Leslie (4th from left) recreation manager; Ed Johnson (7th from left) 3M 
Club president; and Bob Mueller (2nd from right) vice president. 
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Wall Street Journal report esti- 

mates that more than 214 million 
people identify themselves as numis- 
matists, a fancy name for coin collec- 
tors. An equal number are stamp en- 
thusiasts, or philatelists. 

Thus, these two universally popular 
hobbies attract more people than any 
other single hobby. But, more impor- 
tant, stamp and coin collectors aren't 
all individual hobbyists. Many collec- 
tors find the greatest enjoyment from 
their hobbies by participating in clubs. 

Since collecting stamps and coins 
are hobbies that build friendships, offer 
assistance and afford opportunities for 
learning, joining a club seems natural 
to collectors. 

The Tokheim Corporation Coin Club, 
Fort Wayne, Ind., was recently or- 
ganized in this spirit of friendship and 
helpfulness. The purpose of this new 
group is typical of many industrial 
stamp and coin clubs: to assist new 
collectors, to sponsor barter sessions 
and to give advice to novices on what 
and where to buy new additions. 

Tokheim’s club plans for eminent 
speakers in the numismatic field to 
appear on programs to discuss specific 
issues and collecting trends. Exhibits of 
members’ collections are also planned. 

One Tokheim collector recommends 
coin collecting for the thrill of tracking 
down and finding a particular coin. It 
is a hobby, he says, where the partici- 
pant can spend as little or as much 
money as he chooses. 

Because the problems and interests 
in collecting stamps and coins are 
similar, many companies organize clubs 


RECREATION MANAGEMENT, NOVEMBER 1961 




























Philately and numismatics comprise the largest group of 


hobbyists and a great potential for employee clubs 


for both hobbies. The General Motors 
Technical Center, Warren, Mich., for 
example has more than 75 members in 
its Stamp and Coin Club, many of 
whom began their collections after the 
club was formed. 

The GMTC Club holds nine monthly 
meetings a year, held in rotation at 
the various units of the TC site. Each 
unit has a contact man for members 
working in that unit. Dues are $1 an- 
nually, used to defray stationery and 
miscellaneous costs. One auction is held 
each year, at the home of a member. 

A popular activity among most in- 
dustrial clubs, “Stamp auctioning goes 
on in a similar fashion to any other— 
cattle and tobacco included,” says a 
member of the General Dynamics 
Fort Worth stamp club. 


STARTING A HOBBY 
Many collectors accumulate interest- 
ing stamps and coins from friends, 
letters or by happenstance. Another 
practical way to get started is to pur- 
chase a beginner’s outfit. In stamp col- 
lecting, this consists of some stamps 
and the basic tools of the hobby. 
Stamp collecting can be a fairly in- 
expensive hobby since only a few items 
of equipment are needed. 


by Ada Paskind Kahn 


First, an album for mounting stamps 
is essential. There are many good al- 
bums on the market, some blank, some 
printed. Printed albums are usually 
more interesting to the beginner since 
they provide space for stamps and il- 
lustrate hundreds of them making 
classification easier. Printed styles come 
in many forms and degrees of com- 
pleteness, ranging in price from about 
$5 to $25. 

Stamp hinges are the next essential, 
since stamps should never be pasted 


Finding coins for 600-piece collection, a GM 
Technical Center employee checks his change 
at plant cafeteria in Warren, Mich. 
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down. Hinges eliminate possible dam- 
age and allow easy removal. 

Stamp tongs, or tweezers are also 
useful. In appearance they look like 
ordinary tweezers except that the inner 
surface of the points is perfectly smooth 
to avoid damage. 

A perforation gauge and millimeter 
scale is a small rectangle on which 
rows of tiny dots are accurately en- 
graved between two parallel lines ex- 
actly 20 millimeters apart. 

A watermark detector and magnify- 
ing glass are other important tools. 

Finally, a catalog may be purchased 
club for The 
Standard Postage Stamp Catalog, pub- 
lished annually, has more than 2.000 


by the members’ use. 


illustrates 
and values all stamps issued throughout 


pages and_ lists. describes, 


the world. 


SPECIALIZING 

Most stamp clubs are interested in 
philately as a whole, but others con- 
centrate on certain specialties, 

Servel, Inc., Evansville, Ind... mem- 
bers have a collection of refrigeration 
stamps. An locked bulletin 
board is regularly placed on exhibit in 
the company cafeteria where special- 


enclosed. 


ized collections are displayed. 

There are clubs whose members col- 
lect only precancelled stamps. Then 
there are aero-philatelic societies de- 
voted to air mail stamps. Others collect 
stamped envelopes or specialize in reve- 
nue stamps. Some are interested in 
Christmas and charity seals. 

To indicate the range of specialties, 
an employee of the General Electric 
Fort Wayne Works recently exhibited 
a collection of Mothers’ Day commemo- 
rative stamps. 

A Westinghouse 


employee, _Pitts- 


Buying items to build her collection of U. S. 
stamps of all kinds, another GM Technical 
Center employee stops at the Post Office. 


burgh, uses his large collection to 
decorate a variety of articles, from 
bottles and vases to picture frames and 
a large paneled screen. 

His most ambitious project, the 
screen stands five feet high with each 
of its 10 panels 18 inches wide. He 
illustrates patriotic themes on the 
panels by gluing down more than 35.- 
000 common one. two and three cent 
stamps and commemorative issues. 


Club 


surance, 


Nationwide In- 
Ohio, 
specialization of individual members 
this way: “You start collecting stamps. 


members at 


Columbus. describe 


and then one day you realize that you 
can't collect all the stamps there are, 
so you settle on certain areas that strike 
your fancy.” 

Clubs are particularly helpful to the 
individual with a specialized collection. 
as his opportunities for trading widen 
with the group. 

Nationwide’s 


club 


the gamut of program possibilities for 


stamp followed 
the first two years of monthly gather- 
and meet 
stamps. Members feel this is the most 
important function of the club. 
However, the club continues to offer 
services through a reference library, 


ings now only to swap 


subscriptions to four stamp magazines 
and a buying service. The club is also 
affliated with the American Philatelic 
Society, the national organization for 
stamp collectors. 

The coin collector can specialize just 
as the stamp collector. The numisma- 
tist who has other hobbies can often 
combine them enjoyably with coin 
collecting. It is possible to build up a 
collection specializing in ship, railroad. 
building or portraits of great men. 

Many specialize in American coins 
which reflect history and tradition. Be- 
Keeping the collection in good condition for 


display is another important phase as shown 
by this Charmin Paper Mills employee. 



















































cause American coins are so much in 
demand, they are collected by series 
or by types. 

In series collecting. the objective is 
to get one coin of each date from each 
mint. In the case of older coins, which 
are usually more expensive, type col- 
lecting is more appropriate. This in- 
volves obtaining one coin of each de- 
sign type. of any date or mint mark. 

A member of the Delco Products 
Coin Club, Dayton, Ohio, accumulated 
15,000 U.S. coins and 10,000 foreign 
coins in less than three years. His 
hobby began when a friend gave his 
wife some Indian head pennies. His 
oldest coins are from the Roman Em- 
pire. He also has Chinese sold coins 
datine back to 1392. 


LOOK IN YOUR POCKET 

The 
looking at coins in his pocket in order 
to become familiar with American 
coins. Then he can decide in what area 


beginning collector can start 


to specialize. 

Some collectors start with Lincoln 
pennies, or cents in the more appro- 
priate name, and some have become 
quite valuable. The 1909 SVDB, for 
example, is worth about $40 now. 

Many collectors go for commemora- 
tive coins, most of which are half dollar 
pieces. The first of these was struck in 
1892 for the Columbian Exposition, 
and the last was in 1954, for George 
Washington Carver. 

Soon after becoming collectors, the 
numismatist begins thinking in terms 
of acquiring “proof sets” of coins 
struck by the mint nickel, 
dime, quarter and half dollar.) Packed 


(penny, 


in a compartmentalized plastic sheet. 
they are collector’s items because they 
are as nearly perfect coins as can be 
minted. In their air-tight containers, 
untouched by human hands, the coins 
remain in perfect state indefinitely. 

Valued at 91¢, they cost the collector 
$2.10 at the mint. Indicating the in- 
creased interest in this hobby, 1.8 
million proof sets were bought in 1960. 
Orders for 1961 coins are already well 
over 2.3 million. 

We've all heard the old adage, “don’t 
take any wooden nickels.” A Seeburg 
Corp.. Chicago, Il. employee doesn’t 
heed that advice. but instead makes it 
his hobby to collect wooden money. 
His collection now numbers more than 
3.500 pieces. The money runs in de- 
nominations of 1/5 of a cent to $10. 

Dates are not always good criteria 
Some centuries 


for evaluating coins. 


see “Collecting”. page 17 
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a real 


“shootin club” 


No social frills, few meetings, but plenty of shooting. 


Here’s how a company club gives ‘‘more bang for the buck” 


"QO ur club is designed as a shoot- 
ing club and is operated for 
the enthusiast who wants to shoot. If 
you are looking for a social club with 
a program of many evening member- 
ship meetings, perhaps this club will 
not meet your requirements. If on the 
other hand you want to shoot and im- 
prove your capabilities with the shot- 
gun, then we have just the outfit you're 
looking for.” 

Such candor in a letter of invitation 
to prospective club members is rare— 
but read on: 

“When you join the North Ameri- 
can Aviation Skeet & Trap Club, you 
will be given a Whiting shooting 
sweater and a warm-weather trap vest. 
both with club brassards! For the club 
to make this possible, we must have 
your support at our shoots. 


10 BIG SHOOTS 

“Our includes 10 club 
shoots a year—you will be expected to 
participate in at least five. If you at- 
tend less than this, you would not be 
supporting the club, and the club would 
not be doing very much for you!” 

Sound blunt? It is. But it’s a sales 
letter that few real shooting enthusiasts 
could turn down. The program it de- 
scribes provides exactly what they are 
looking for—plenty of shooting in com- 
petition with other serious shooters. 

Organized last year by employees of 
the Los Angeles Division, North Ameri- 
can Aviation, Inc., the NAA Skeet & 
Trap Club holds no social events and its 
bylaws provide for only one general 
business meeting a year. 

With this single exception, the only 
time the club meets as a group is at the 


program 


10 scheduled shoots and a special year- 
end shoot. In addition, the club spon- 
sors and pays the entry fees for a five- 
man skeet team and a five-man trap 
team each year in at least two major 
registered events such as the Golden 


10 


West Grand at Reno, Nev., or the Las 
Vegas Sahara Tournament. 

As significant as it is unusual, the 
club lives up to its name, “Skeet & 
Trap.” Few clubs actively sponsor both 
shotgun games, but all 10 of the regular 
NAA club shoots combine 50 rounds of 
trap with 50 rounds of skeet for a total 
of 100 targets. 

Each of the regular matches is fol- 
lowed by a special event such as the 
duck tower, buddy shoots, doubles trap, 
Olympic skeet or a special dinner and 
night shoot with the women participat- 
ing in a “miss and out” trap event. 


FOUR CLASSIFICATIONS 

To tighten competition by letting 
each member shoot against others of 
equal ability, the shooters are divided 
into three groups: Class A (87% aver- 
age and better). Class B (67% to 
86.99%) and Class C (66.999 
under). 


and 


First and second place winners in 
each class are awarded prizes such as 
gun cases, field glasses, primers shells 
and other accessories. 

At the year-end shoot, first and 


second place trophies are awarded in 
each class and merchandise prizes are 
presented to the third, fourth and {ifth 
place shooters. 

Other incentives include — special 
awards to the shooters showing the 
greatest percentage improvement and 
the gold “Bird Busters” pin for perfect 
attendance. 

The club is financed largely by entry 
fees of $6.50 per shooter for the 100. 
round events. While this is $1.50 above 
the direct range costs, this “profit” 
covers club operating expenses and 
awards. 

Other income is derived from $10 
yearly dues and a $10 initiation fee. 
These funds are expended primarily 
for the new member’s shooting sweater 
and vest. 

In its first season running from Janu- 
ary through August, the club’s 37 mem- 
bers, of whom 25 competed in almost 
all events, plus four guests, shot at 29, 
541 targets, breaking 22,658 for a 
76.7% record. 


TWO KEY MEN 

These and other detailed statistics 
are compiled by the club’s executive 
officer who, along with the field 
captain, bears primary responsibility 
for operating the shoots. 

These two with the club 
president, secretary and treasurer form 
the board of directors which meets as 
required to handle business and policy 
matters. Board meeting minutes are 
sent to the membership by mail. 

With the club executive acting as 
official range officer at all events, the 
field captain serves as custodian of all 
club real property and is in charge of 
range safety including instruction pro- 
grams and enforcement of violations. 


officers 


High guns of the North American Skeet & Trap Club were sent by the club to a recent Na- 
tional Skeet Assn. shoot: (I-r) Bill May, John Nettleton, Jim Driskell, Walt Gilman, and John 
Thomas. Gilman, the club’s executive officer, won the meet with a perfect 100x100. 
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Isn’t the man you want (and the man you 
want to keep) a man who'd enjoy shooting? 


Shooting facilities are more and more a part of industry recruitment and recreational benefits. 
And for good reason. Shooting sports appeal to the right kind of people— men who are intelligent, 
careful and stable. If your company would like to know more about recreational shooting, 


of any kind, write to Winchester-Western, New Haven 4, Connecticut. 


WINCHESTER Heal 


WINCHESTER-WESTERN DIVISION Olin 
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eee Knitwear Co. of Rochester. 
\. Y., is among the nation’s big- 
gest suppliers of athletic and recrea- 
tional sportswear on the industrial level 
as well as for schools and colleges. 

But. while this firm concentrates its 
efforts on supplying the nation’s ever- 
growing recreation market. it makes 
a point of not overlooking its own 
“family.” 

Though Champion has by no means 
the most extensive recreation program 
for employees in the U. S.. the company 
subscribes w holeheartedly to the theory: 
good employee relations bring good 





growing University of Rochester. 

Employees have found their campus 
surroundings with its excellent park- 
ing facilities, picnic groves and areas 
activities 
exceptionally 


similar 
provide 


for horseshoes and 
(see photos) 
pleasant working conditions. 
Nevertheless. Champion is ever on 
the search to add ideas to its 
employee activities program. Howard 
Lipson, a salesman with the company 
for 28 years, heads the Champion rec- 


new 


reation committee. 
Concerning the 
reation programs, 


importance of rec- 
Lipson says, “In 


by Dave Warner 


COLLEGE CAMPUS 
FOR A FACTORY 


Sportswear supplier doesn’t overlook 
its own “family” while concentrating on 


the recreation needs of the general public 


tivity program,” continued — Lipson. 

“Because of this setting, we can get 
our employees into something  ap- 
light-hearted — campus 
mood. We have bowling teams, picnics 
and frequently the salesmen get to- 
gether for golf. Naturally, we make full 
use of wearing the lettered, ensigned 
shirts and jackets which we manufac- 
ture.” 

Besides the main office in Rochester, 


Champion operates three branch plants 


proaching a 


in nearby towns, making total company 
employment of 500. Thus, the firm has 
become well aware of the need for 


Campus surroundings (left) provide perfect setting for picnics (center) and such employee activities as horseshoes (right) 


customer relations. And, both are essen- 
tial to good business. 

To this end, Champion was the first 
of several companies to grasp at a 
chance to switch its headquarters to 
the pleasant surroundings of a college 
campus. In 1956 when the men’s and 
women’s colleges were merged into one 
Champion into the 
former women’s college annex at the 


campus, moved 
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this age of modern management meth- 
ods, recreation programs play a big 
part in personnel policy. 

“Although we have a limited set-up 
at present, we are always looking to 
expand and are open for suggestions. 
Our ideal plant location—right on a 
former college campus itself 
perfectly for any further ideas we 
might develop for our employee ac- 


lends 





close employee-employer __ relations. 
And, Champion Knitwear prides it- 
self on being well-knit in more ways 
than one. The keynote is unity, with 
each employee made to appreciate the 
importance of his job to the overall 
operation of the company. The result 
of this close relationship between em: 
ployer and employee has been an 
amazingly low personnel turnover. 











Group travel is easy 


(if you have a smart leader) 


To keep your group of friends, club members or employees 
in close formation, put them under the wing of a proven 
leader in smooth group travel—American Express. 


Group travel with American Express is low-cost and trouble- 
free. American Express has the experience (and patience) 
to help you plan every detail: transportation, reservations 
in advance of every stop, sight-seeing, side tours to spe- 
cial fiestas and festivals, drive-your-own-car service—every- 


thing your group needs to have a memorable vacation! 


Contact your nearest American Express Travel Service 
Office for free literature on Group Travel. Or write: American 
Express Travel Service, Group Travel Unit, 65 Broadway, 
New York, N. Y. 

(NA ARBRE a RRR SE RE RL 


AMERICAN EXPRESS TRAVEL SERVICE 
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Available Immediately 


10 
SQUARE 
MILES 


Beautiful wooded property . . 
Shoreline . . . ideal for 
* Corporate recreation area 
¢ Sportsmen’s club 
¢ Investment property 
Less than 200 miles from Detroit, within 300 
miles of Chicago lies a wooded wonderland 
containing eight spring-fed lakes stocked with 
bass, pike and muskellunge. Poplar, birch, pine 
and hardwood stands abound with deer, 
partridge and waterfowl. Excellent boating, 
water skiing and winter sports. Golf course 
nearby. Private plane airport minutes away. 
Investigate this outstanding private recreation 
area today. Flexible terms available to qualified 
buyer. Property offered by owners. Address in- 


. miles of sandy 












































quiries to: 

BOX 1518 

Recreation Management 
203 North Wabash Avenue 
Chicago 1, Illinois 






































BIG IDEA? 


The big ideas which do the job best 
are reported each month in R/M. 


imagination and resourcefulness 
are vitally important to the 
industrial 

recreation 

“Old stuff” is no fun. It’s the 
fresh approach, the new wrinkle 
your program 

grow in 


success of any 
WHAT’S THE : 
director. 
that make 
popularity. 











Travel plans 
Including time for planning and _ pro- 
motion, the industrial travel season 
never ends. While several employee 
group tours are still in Europe and 
other vacation spots, Many company 
travel clubs have 


already released 


complete plans for 1962 foreign trips. 
Among them: 

¢ Wisconsin Telephone Co., Madison, 
second Travel Club tour to Europe, 
May 19-June 10, choice of three land 

















RMESIEEMIN 


tours. Previous trips have included 
Mexico, Hawaii, Caribbean. 

* Dow Chemical Co., Midland, Mich., 
to Europe June 12-July 10. Round trip 
air fare, $275. 

¢ New York Telephone Co., New York 
City, Trafic Dept. Activities Club to 
Brazil and Argentina, Feb. 17-March 
3. Also planning a Caribbean cruise 
March 16-30. 


Shooter insurance 


Some rifle and pistol clubs have found 
insurance coverage necessary in order 
to use certain ranges. Other have felt 
coverage desirable even though it is 
not required. 


Changing the guard for the Greater Twin 
Cities Industrial Recreation Council (I-r): 
past officers Paul Haller, Ford; and Leroy 
Gill, Minneapolis Gas: pass the gavel to their 
successors, Tom Murphy, Dahlberg Co., presi- 
dent; and Charlotte Fosberg, Minneapolis 
Park Board, secretary. 


Regardless of the reason, the Na- 
tional Rifle Assn. advises all clubs to 
look into different plans that are avail- 
able through local insurance agents. 

After local contacts have been ex- 
hausted, clubs may wish to investigate 
the insurance services available to NRA 
members and affiliated clubs. A folder 
outlining the various plans may be ob- 
tained from NRA Headquarters, 1600 
Rhode Island Ave., Washington 6, D.C. 


Softball champs 

After a one-year lapse, industry re- 
claimed the Amateur Softball Assn. 
world championship when Stephens- 
Adamson Mfg. Co., Aurora, Ill., beat 
out a commercial entry from Detroit 
in Clearwater, Fla. this fall. 

The Stephens-Adamson Sealmasters 
had previously won the title in 1959. 
The 1958 champs, Raybestos-Manhat- 
tan Div., Stratford, finished 
fourth this year. 

In the women’s world tournament. 
Raybestos-Manhattan was stopped in 
its quest for a fourth consecutive title. 
losing in the finals, 2-1, to Whittier. 
Calif. 


Conn.. 
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New York City at night with a breath-taking view of the 102-story 


Empire State Building will be only one of many attractions enjoyed by 
the winner of the 1961 NIRA Employee Photo Contest Open division. 


Photo Deadline Near 


Expense-paid week vacation in New York City, other 


prizes await shutterbugs who beat Dec. 31 deadline 


One week’s paid vacation for two in New York City awaits 
the winner of the second annual Employee Photo Contest 
sponsored by the National Industrial Recreation Assn. 

But the deadline is rapidly approaching for those not 
yet in the running. Only a month remains before entries are 
shut off, midnight Dec, 31. 

The summary of contest rules (below) outlines the most 
important requirements. However, the contest committee 


has changed the official rules (see July R/M, page 12) so | 


that the entry fee is $1 per contestant, not $1 per photo as 
previously stated. There is no limit on the number of entries 
submitted by an individual. 

The New York City vacation will be awarded to the win- 
ner of the Open division (no restriction on subject matter) 
and includes expenses for air transportation, meals, lodging 
and sightseeing at famous restaurants and night clubs as 
well as theater and sports event tickets, visits to the United 
Nations, Stock Exchange and other points of interest. 

The winner of the Recreation division will receive $25 
value in his choice of photo supplies and equipment as well 
as having his winning photo appear on the cover of the 
March 1962 issue of Recreation Management. 


The second through fifth place winners in both divisions | 


will receive merchandise awards of photo supplies. 


ELIGIBILITY: this contest is open to any amateur photographer who is em- 
Ployed by a NIRA member company or branch member and to amateur 
photographers in his immediate family. 

DEADLINE: Entries must be postmarked prior to midnight Dec. 31, 1961, 
and may include photos taken any time during calendar year 1961. 
CLASSES: individuals may enter either or both of two classes: Recreation 
(photos of some phase of the recreation program conducted by the con- 
testant’s company) or Open (any subject). 

HOW TO ENTER: no formal entry form is required, merely print on the 
back of each photo the entrant's name, address, name and address of 
company, name of its recreation director and whether the photo is to be 
entered in the Open or Recreation division. Send photos and $1 entry fee 
for each contestant (no limit on number of photos per contestant) to NIRA, 
203 N. Wabash Ave., Chicago 1, Ill. Do not send negatives. To have photos 
returned, enclose stamped self addressed envelope. 







Swissair 
‘ Holidays-in-Europe’’ 
help you plan 


_ successful year-round 





vacation club 
programs 


These four tour packages have all the elements required to 
make any Vacation Club a resounding success. Chosen by 
Swissair tour specialists well schooled in catering to the desires 
of European and American travel groups, they present proven 
popular itineraries and the best values available. The prices 
quoted (land portions only) are all-inclusive: all ground trans- 
portation, finest hotels, all meals, sightseeing and tips. 
SKIING IN SWITZERLAND (Oct.-Mar.) 2 weeks, $142 up. 
For littke more than a comparable domestic ski vacation, 
skiers can “schuss” down the finest ski slopes in the world. 
Only Swissair flies non-stop to Zurich/Geneva, right in the 
Alps. 

IBERIAN HOLIDAY (Oct.-Mar.) 16 days, only $149. Sunny 
Spain and Portugal — Lisbon, Seville, Torremolinos on the 
Mediterranean, Granada, Madrid, Toledo, Caceres . . . an 
enchanting journey through two of Europe’s most colorful 
countries. 

ITALIAN HOLIDAY (Oct.-Mar.) 16 days, only $174. From 
Zurich, take the road to Rome and see Lugano, Pisa, Milan, 
Naples, Sorrento, Florence, sail to the isle of Capri... all 
Italy is yours. 

SUMMER HOLIDAY IN PORTUGAL & SPAIN, 2 weeks, 
$199. Your group will enjoy their favorite summertime activi- 
ties for a full week at each of two popular shore resorts, one 
in Portugal and one in Spain. Available from April through 
September. 

October to March tours can be purchased at prices quoted 
plus the Swissair round-trip economy jet 17-day excursion 
fare from New York. For the April-September tour, add the 
regular round-trip economy jet air fare from New York to 
Lisbon. All prices are based on group arrangements. Swissair 
also offers advantageous charter rates. 

For detailed information, MAIL THIS COUPON! 





SWISSAIR, Sales Development Dept., 3 E. 54 St., New York, N.Y. 
Please send me detailed information on the following group tours: 
{) Skiing in Switzerland; ©) Iberian Holiday; 0 Italian Holiday; 











C} Summer Holiday in Portugal & Spain; 0 Charters. RM-11 
Name Title 

Company 

Address 


City & State 





> SWISSAIR 


SWISSCARE - WORLDWIDE 
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BERLIN CHAPMAN CO. 
Bertin, Wisconsin U.S.A. 
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Who's kidding who? 
| 
Industrial 


recreation managers have 
given a sympathetic ear to bowling 
proprietors with woeful tales of over- 
building and reduced profit margins. 
This. they have been told, is the reason 
for longer league seasons and higher 
line fees. 

However. according to Charles W. 
O’Connor, president of Bowl-Mor Co., 
an automatic pinsetter manufacturer, 
opportunities in the bowling field are 
as wide open as they ever were and 
show no signs of diminishing. 

In a recent speech to the New York 
Society of Security Analysts, O'Connor 
denied that present bowling 
have saturated the country: 


centers 
“... there 
is almost no area in this whole country 
which cannot accommodate additional 
bowling lanes. when, and this is the 
key point, these lanes are operated by 
progressive, promotionally minded pro- 
prietors who are first and foremost 
business men.” 

He predicted that Bowl-Mor, which 
recently entered the tenpin field after 
a decade of manufacturing pinsetters 
for candlepin, duckpin and rubberband 
ducks, will sell at least 3,000 of their 
new machines in 1962. 


Instant ice rinks 
Four men working only one week re- 
cently installed a complex network of 
29.000 feet of pipe contained within 
an indoor ice skating rink 148 x 57 
feet (see photos). 

Speedy completion was made pos- 





| Ice rink installation, using Republic Steel’s new plastic pipe, was completed by a four-man 
| crew in one week—conventional pipe would have taken nearly five-times the manhours needed 
| for plastic. Finished rink (right) measures 148 x 57 feet (see story). 


sible by the use of Republic Steel's new 
one inch FE, a flexible polyethlene pipe 
which is simple to cut and easy to 
attach to fittings. It was estimated that 
to install the equivalent footage of con- 
ventional pipe would take nearly five 
times the man-hours needed for plastic, 

The plastic pipe, resting on a bed of 
sand, conveys brine at 22°F, which is 
sufficient to keep the surrounding water 
frozen. The pipe is completely resistant 
to chemical attack. The rink is located 


at Wagon Wheel Lodge, Rockton, Ill. 


More family vacations 
“American families vacation together 
a great deal and like several shorter 
trips, by car, rather than a long annual 
vacation.” 

This is the opinion of 66. not-so- 
average homemakers gathered from all 
30 states to voice their views at Me- 
Call’s recent Congress on Better Living. 
However, the ladies “look forward to 
a long, different vacation every few 
years, in which the whole family par- 
ticipates in research and decisions.” 

Almost all the women had previously 
traveled by plane (national average: 
90) and will do so again, and they 
especially love jets. 

Other observations: camping is defi- 
nitely on the upswing, though women 
aren't completely sold; most travel and 
vacation is expected to add certain 
intangibles to family life in addition 
to rest and recreation; and, when de- 
ciding vacation plans, families rely on 
friends and stories in magazines and 
newspapers. 
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Collecting, continued from page 9 | 
old coins have little more than face | 


value because when kings and phar- | 


oahs were buried they took with them 
to the grave great stores of coins. Their 
quantity, upon discovery, usually de- 
creases their value. Like diamonds, 
rare coins are valuable only when they 
are in short supply. 

Because coins, like 
stamps, has a bearing on their worth, 


condition of 


care of a collection is an important 
factor. A beginner should remember 
to hold coins only by the outer edges 
and not to drop or tap coins. 

Kept unwrapped in a bag or box, 
coins are likely to become scratched. 
There are several satisfactory ways to 
store a collection: in cabinets, albums, 
folders or holders. 

Usually the method of storing is de- 
termined by the individual club mem- 
ber. Often, however, members buy 
holders in quantity at reduced prices 
or the club may buy a supply for mem- 
bers’ use. 


CLUB SERVICES 

A good club purchase is A Guide 
Book of U.S. Coins, considered the 
Bible of coin collecting. Also, The 
Handbook of U.S. Coins is a great 
help to a group. Together, these books 
supply listings, coin values and_ the 
numbers of coins minted each year in 
addition to information for beginners 
and a brief history of each coin. 

The Monthly Numismatic 
keeps the coin collector up to date on 
new issues and changes in values. It 
provides a medium for buying, selling 
and swapping coins with hobbyists 
throughout the U.S. As a subscriber, a 
club has the privilege of running a free 
20 word ad once a month. Many clubs 
are also affiliated with the American 
Numismatic Assn. 

One of the many good points in 
favor of employee stamp and coin 
clubs is their value to 
employees and the public as well 
through exhibitions and displays. 

A stamp exhibition held by Diamond 
Alkali’s stamp club in Fairport, Ohio 
recently drew more than 200 visitors 
from the area. Highlight of the ex- 
hibit was a lively auction in which 
Visitors participated. Individual col- 
lections were awarded prizes. 

Most industrial stamp and coin 
clubs include family members as well 
as employees. Because there are so 
many 


non-member 


separate activities, employee 
clubs welcome the family plan in col- 
lecting wholeheartedly. 
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There’s “good will’ 


Uniforms 


If you measure the success of your 
athletic program in terms of the 
“good will” it creates . . . you'll find 
that it pays to outfit your 

teams with GENERAL uniforms. 
Comfortable, colorful, superbly 
styled ... GENERAL uniforms give 
any team that ‘‘well-dressed’’ look 
... are the kind that players 

are proud to wear. 

Your local sports dealer will be 
glad to show you the wide selection 
of styles, materials and colors 
that are available. Ask him 
about GENERAL uniforms today! 
















CLASSIFIED 


RATES: regular type, 15 cents each word 
bold face type, 25 cents each word 
copy must be received by the 5th of the month 
before date of issue in which ad is desired 





POSITIONS WANTED 





Director of broad recreation program for 
large manufacturer seeks position with greater 
opportunity. B.S. in business admin. Married. 
Acceptable salary $575 per mo. 





Six years extensive experience as director of 
large company industrial recreation program. 
Other experience in personnel administration. 
Married, children, salary $8,500. 
CP-31—RECREATION MANAGEMENT 





Director of multi-phase recreation program 
for largest organization in state seeks greater 
challenge. B.S., M.S., married, two children. 
Salary, $12,000. 

CP-32—RECREATION MANAGEMENT 


sewn right into... 


15 yrs rec exp. including 11 in supervisory 
capacity U.S. Army special services and 4 
yrs boys’ camp director. Woman, interested 
in similar job with industry in Chicago area. 
CP-35—RECREATION MANAGEMENT 


Masters degrees in group work, counselling 
and personnel. 18 yrs experience in counsel- 
ling and directing youth and adult activities 
in community center, Army and V. A. Age 
10, married. Available immediately. Salary 
$7,000. 
CP-36—RECREATION MANAGEMENT 

M.E. in physical ed. 9 yrs high school coach 
spending summers with industry and munici- 
pal recreation depts. organizing sports and 
social activities. Married. Salary: $7,200. 


CP-37—RECREATION MANAGEMENT 


14 years experience all phases of recreation 
including 12 as municipal director of parks 
& recreation. Married, age 40. Minimum 
starting salary: $5,500. 


CP-34—RECREATION MANAGEMENT 


BA in Recreation, MS in Physical Ed, six 
years full time administrative experience in 
community and industrial recreation. Married 
and one child. Age 30. Will accept personnel 
work along with recreation responsibilities. 


CP-40—RECREATION MANAGEMENT 





5128 W. NORTH AVE. 





WITTEK GOLF RANGE SUPPLY CO., INC. 


CHICAGO 39, ILL. 


Complete line of golf supplies and equipment for indoor 
and outdoor practice ranges, golf courses and pro shops. 


Golf mats, golf balls, golf clubs, and all types of netting 
for golf practice at wholesale prices. 


WRITE FOR ILLUSTRATED CATALOG AND PRICE LIST 
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Enjoying the lunch hour—Sandia style 









Industrial psychologists have proved many times 
over the value of noon-time recreation in combatting 
on-the-job mental fatigue. As these photos indicate, 
few companies have heeded this lesson as well as the 
Sandia Corporation, a major contractor to the 
Atomic Energy Commission. 

At the company’s two laberatories in Albuquer- 
que, N. M., and Livermore, Calif., the employees 
pictured here may well have spent the morning 
pondering complicated electronics systems, studying 
environmental problems in space travel or applying 
Mikvsinski’s Theory of Heaviside Calculus. 

Benefitting from these excellent facilities, re- 
freshed minds are prepared to tackle similar prob- 
lems in the afternoon. Noon-time activities are an 
important part of Sandia’s well-balanced recreation 
program administered at Albuquerque by Noble Shuffleboard court, laid out on a side- 
Johnson and at Livermore by Jack Bonetti. walk, provides relaxation for many. 








Quick plunge in the employees’ club 
pool is followed by a pleasant lunch. 


Daily table tennis tournament is con- = 
ducted by employees in the mail room. 7 








Horseshoe courts are spotted over Popular 18-hole putting green puls 


the plant site for noon games. spacious front lawn to use. 








These seven high-average j 
shooters of the Beechcraft 
Gun Club were chosen to 
represent their company at 
the Pan American Interna- 
tional Skeet Shoot at Dallas, 
Texas. 





They are (L to R) Kneeling: 
C. N. Titsworth, Mike Pres- 
ton, A.C. White, Ross Hatch, 
Byron Brainerd, Standing: Ed 
Blazier, Ed Preston. 
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Beechcraft builds top shooting program 
around new Remington Autoloading Trap 


The 175 members of the Beechcraft Gun Club 


If your company doesn’t yet have a shooting 


found the perfect trap when they started using 
the new Remington 100T autoloader. They’ve 
already made plans to add still another 100T 
for trap shooting. 

These remarkable electric autoloading 
traps are easy-to-install . . . have features that 


program, remember that there are over 20,000,- 
000 shooting enthusiasts spread over this coun- 
try where shooting is a tradition. Surveys show 
that shooting ranks high as part of the sports 
program your employees want. 

At modest cost you can begin a sure-fire 


make one-man operation possible. Each hasa _ program embracing pistol shooting, rifle shoot- 
big 203-target magazine capacity and operates ing, trap and skeet. Fill out the coupon below 
on a regular 110-volt system. and let Remington help you to a flying start! 









e AUTOMATIC “WALK AROUND” RELEASES 
e SIMPLE “FLIGHT CONTROL” ADJUSTMENTS 





« Seen On ons Ce Shooters boost scores with great | 
® OPERATE ON REGULAR 110-VOLT SYSTEM new Remington Target Loads ’ 
assis iti Look at all the reasons why your em- 
100-T .. . for Trap ployees prefer the new Remington Target | 


Loads: New target load crimp provides 
perfect patterns. New lighter wad column 
cuts recoil, gives full target velocity. New 
. high-wall base wad is molded in shell for ‘ 
tightest seal. New target load primer 
means split-second ignition in every gun. 


bd 
Remington Arms Company, Inc., Bridgeport 2, Conn. In Canada: { 
Remington Arms of Canada, Limited, 36 Queen Elizabeth Bivd., Toronto, Ont. i 


Remington Model 
200-S ... for Skeet 
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| Shooting Promotion Section, Dept. 1, 
CLIP AND c | Remington Arms Company, Inc., Bridgeport 2, Conn. 
MAIL COUPON NOW iN Send me, without obligation, information on the subjects checked below. 
f |] A SHOTGUN PROGRAM [| A RIFLE PROGRAM 
j | [] A PISTOL PROGRAM |_| FIREARMS AND AMMUNITION 
‘ : Name Title 
— Al the information , 
you need to starta i Address City State 
puts successful shooting (_] Please send me special information on Remington Autoloading Traps. t 
C) Please have a Remington Autoloading Trap representative contact me for 
program ! ‘ 


an appointment. | 





BOWLING WORKS 
FOR BUSINESS AND INDUSTRY 
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35 Years of 
Teamwork 
in Action! 


oe 
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. Uw 
<SUNOCO> 4,000 BOWLERS IN SUN OIL LEAGUE! 
Ne 


“Bowling has been a part of Sun’s recre- 
ation and sports program for about 35 years, and attracts 
the greatest number of participants. We have 4,027 bowlers 


on 653 company-sponsored teams,” reports Mr. William 
Ziegenfus, Sun Oil’s Director of Recreation. Fantastic 
enthusiasm? 15 years ago, on their own initiative, the 
wives of the workers at Toledo decided to join in on the fun. 
They formed their own league: the “Sunette League.” What 
better proof is there that bowling is teamwork in action! 

This same spirit of loyalty and enthusiasm, built by 
team competition, reflects itself in better company rela- 


tionships, year in and year out. Only bowling has this 
universal appeal for the young and old, men and women, 
novice and expert. And it’s one of the least expensive sports 
a company can support. Let bowling work for you! 

For information on how to organize bowling league ac- 
tivity, write Brunswick Corporation, Box D, Recreation 
Department, 623 S. Wabash, Chicago 5, Illinois. 





UU No. 1 name in W ling Ty: 
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